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Many academic libraries currently struggle to provide relevant programming and services 
in our present cultural landscape. While some libraries have responded by increasing 
experimentation with marketing and outreach, there has been little assessment of the 
contextualized success and long-term impact of such initiatives. Library assessments 
have also failed to collect and utilize significant data on the needs of marginalized and 
non-patron populations (often synonyms), extending the disconnect between library 
marketing/outreach initiatives and marginalized individuals. Much of this problem is 
attributable to a historically complex relationship with marketing that has hindered 
libraries from permanently adopting some of the useful strategies employed by museums. 
This project works to demonstrate how audience development assessments can be a 
valuable supplement to traditional library needs assessments. Museum methods have 
been adapted to create an audience development survey for library outreach, yielding a 
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Since the digital revolution of the early 2000s, academic libraries have shifted to 
some extent from their culturally iconic status as necessary, ubiquitous sources of print 
materials and internet access. While still thriving, they have entered into a sort of shared 
identity crisis as they try to determine and redefine their obligations to changing 
communities with increasingly complex social and informational needs (Dempsey, 2016; 
Goetsch, 2008; Latimer, 2011). A clear example of this conflict is that some advocate for 
a library that remains as closely tied to its historical function of a quiet, scholarly study 
space as possible, denouncing the increase in noise resulting from a surge in non-
scholarly interactions. One article by Gayton (2008) ruthlessly refers to “making the 
library a social gathering place” as “a trap” (p. 62). Others, such as Yoo-Lee et al. (2013), 
urge libraries to adapt to the increasingly social learning styles of today’s students (p. 
499), welcoming the addition of increased group spaces and even in-library cafés 
(Woodward, 2008, p. 81) in the hopes of better meeting community needs. Beyond a 
burning desire for social and cultural relevance (Jennings, 2013; Johnson, A., 2020, p. 
796), nearly all libraries now have a stronger need to compete for funding and prove their 
worth in light of increasingly tight institutional budgets. Evidently the role of academic 
libraries, the makeup of our communities, and the needs of our patrons are changing 
rapidly, and we must keep up. Who visits us now? What motivates them to do so and 
what do they do during their time with us? How have our visitors and their needs shifted 
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as a result of such rapid cultural, societal, and structural changes? Some have 
begun to answer these questions with an increase in marketing, outreach, and 








As many academic libraries have responded to their developing role with altered 
functions and services, a key issue that has arisen is a lack of deep, recurring assessment 
of new outreach and marketing initiatives. In the otherwise promising resurgence of 
outreach, it has been a common flaw to create new programs and then claim victory 
based solely on headcounts and overheard comments without pre-existing data against 
which to measure impact. Farrell & Mastel (2016) provide an excellent and detailed 
overview of this problem in their article for In the Library with the Lead Pipe. Much of 
the existing scholarship surrounding library outreach consists of case studies in which 
librarians give themselves a gold star for the mere appearance of success. We must 
ensure that we are also working toward regular, long-term measurement of demographics 
and the collection of anchor data. I use the term anchor data to refer to general patron 
assessment (including marginalized status, basic needs, frequency of visits, etc.) that is 
not collected in sole conjunction with specific initiatives, but rather to provide a baseline 
understanding of visitors, non-visitors, and their current attitudes toward the library. It is 
a point of comparison for any new programming, services, and other changes that allows 
us to measure and hold ourselves accountable for positive, negative, or neutral effects. 
Anchor data should be collected at consistent intervals so that we can observe whether 
attempts to better support or attract specific groups have actually been effective.  
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The other key problem in outreach assessment is a lack of connection 
with the needs of marginalized communities. The term demographic(s) refers to the 
elements that make up our individual and group identities—race/ethnicity, gender, class, 
education, income, marital status, sexual orientation, age, ability, religion, and language 
are some of the most significant categories. To measure the value of outreach and 
programming without taking enough demographic dimensions into account means that 
little is being done to understand and meaningfully include marginalized individuals. This 
is deeply problematic, as it means we are operating without questioning our own 
assumptions about patrons (which are often limited by our own identity and perspective). 
Even otherwise well-designed outreach assessments, such as the one undertaken by Texas 
A&M University Libraries in 2018, can fall short when it comes to measuring and 
incorporating marginalized demographics. The study acknowledged the lack of quality 
outreach assessment in the field and deployed an excellent mixed-methods approach 
including written and visual feedback, surveys, and dynamic data visualization, yet only 
“basic demographic information such as the participant’s university status” was collected 
(German & Lemire, p. 69). Little was done to incorporate dimensions such as race, 
gender, sexual orientation, and ability in measuring the event’s success. It is not enough 
to simply group students by their academic status because it is obvious that patrons 
within the same sweeping category can have significantly different and intersectional 
needs according to race, gender, sexual orientation, ability, income, and other 
dimensions. Assessment of all aspects of libraries should take demographic dimensions 
into account in order to counter biases and best serve our communities.  
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The significant gap between the fields of librarianship and marketing 
helps explain this lack of quality, diverse outreach assessment beyond mere 
discrimination. For decades, libraries and marketing have had a strained and complex 
relationship that has left us struggling with questions already answered by similar sectors 
such as museums, cultural heritage sites, and the performing arts. Though their 
relationships with marketing may have initially been equally tense, many of these spaces 
much earlier and more readily adopted powerful marketing assessment frameworks, 
largely due to their financial component—patrons pay for their services, so they are 
perhaps more easily inclined to use metrics employed in business. Libraries have always 
had to balance budgets, but have generally been reluctant to align themselves with spaces 
where money changes hands. Libraries are one of the last public spaces where people are 
allowed to exist and utilize resources for free—a source of great pride and a function that 
drives our orientation toward service. Yet despite their origins in capitalism, marketing 
strategies can be incredibly useful to us because we are “selling” something—the idea 
that our space is personally relevant to people and can improve their lives. We do not 
accept money, but we do ask people to choose to spend time with us in an increasingly 
crowded landscape of competitors for public attention. We also ask people to support us 
when it comes time to debate government or institutional funding. As museums have 
achieved some sophisticated and useful methods for understanding visitor experience, it 
is increasingly urgent for us to look back on their scholarship on integrating marketing, 
communications, and social science into increasing access, equity, and quality of 
services. Many of the frameworks used in museum audience development assessments 
offer a distinctly detailed and demographically complex understanding of visitors—and, 
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more importantly, non-visitors—that could help fill in the gaps of library 

















Libraries and Marketing   
It may surprise us now that, from the late 1970s through the 1980s, many libraries 
wholeheartedly employed marketing methods and approaches, perceiving relatively little 
dissonance between corporate and library promotion. While there was some expected 
degree of resistance, the concept of library marketing undeniably dominated publications 
and discourse for some time. In a 1976 article for Library Trends, practitioner M.E. 
Massey advocated for the application of marketing techniques in libraries, justifying this 
recommendation with the increase in commercial research on consumers. Many of 
Massey’s statements sound similar to the user-centric credos that are once again 
becoming popular today. One significant example is the following: “An area of vital 
concern to librarians is the library user, both present and potential. Because the user is the 
basis for existence, these ‘customers’ need to be understood in as much depth as 
possible” (Massey, 1976, p. 473). Even more corporate in its language and sincere in its 
advocation for marketing in the library field was the writing of library marketing 
proponent A.J. Matthews. In 1984, Matthews indicated that over the previous five years 
(1979-1984), marketing techniques had been widely implemented in libraries. Jarring in 
today’s landscape is her unabashed use of the word “clients'' to refer to library patrons 
throughout the article. Yet during this time, this application of corporate strategies and 
language was largely perceived as a natural integration of useful strategies, 
unencumbered by beliefs about differences between public and private sectors. 
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In the 1990s, libraries began to feel that the business-like methods and 
jargon used in the previous decade were too clinical and transactional for spaces 
established to provide free services. This mindset was aided by an assumption that there 
was little need to understand patrons deeply or advertise, given the lack of competition 
for information services. Of the scholars that dared to discuss library marketing during 
this time, a considerable number acknowledged widespread negative attitudes toward the 
subject (Amey, 1993; Booth, 1993; Bushing, 1995; Johnson, D., 1995; Marks, 1994; 
Nims, 1999). Even some titles clearly indicate an attempt to counter negative perceptions 
of marketing’s value, such as the insistent Marketing and Libraries Do Mix: a Handbook 
for Libraries and Information Centers (Tenney et al., 1993) and “Preparing for the New 
Millennium: the Case for Using Marketing Strategies” (Weingand, 1995). Kathy 
Dempsey, who served as both the editor of Marketing Library Services and a library 
marketing consultant for over 25 years, recalled in a recent article that, “back in the `90s, 
you didn't often hear the words ‘library’ and ‘marketing’ together. Most librarians didn't 
have to do much marketing or promotion because libraries were people's main access 
points for information. But the internet was a game-changer” (2019). As libraries began 
to compete with other sources of information in the advent of new technologies, it 
became increasingly necessary to remind the public of what we have to offer—and 
perhaps even adapt or enhance what it was we offered in the first place. 
Now, libraries have spent the last 10-15 years reorienting themselves within the 
world of marketing, attempting to catch up on the latest and most effective strategies and 
keep up with more advanced marketers. A dire need to remain relevant has led many 
libraries to abandon fears of association with the dreaded ‘M-word,'' as has the increased 
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popularity of social media for self-promotion. This embrace has not come 
naturally and work is still being done to repair negative perceptions of marketing. Guides 
such as The Library Marketing Toolkit, published in 2012, still open with immediate 
vindication of the existence of library marketing, explaining what marketing is (and isn’t) 
and why it is important as though they are bracing for backlash. The Toolkit even 
acknowledges potential opposition directly: “…some [libraries] are still stubbornly 
refusing to engage with the need to market themselves, or are doing so using techniques 
that predate the digital age” (Potter, p. xiiv). Despite the remaining individuals and 
institutions who are reluctant to adapt, there are countless recent articles in every major 
library publication on the subjects of outreach, engagement, and access as many take up 
the flag of marketing once more. This increased focus on user-centric services, access, 
and outreach is overall excellent for the diversification and continued relevance of 
libraries, even if more must be done to support it until it becomes widespread. Yet even 
as focus on user-centric services expands and community needs assessments become 
more frequent, library assessments continue to lag behind in terms of holistic patron 












Museums and Marketing  
Although museums have experienced many of the same relationship troubles with 
marketing as libraries, they have generally examined patron needs earlier and more 
effectively than libraries. One marked difference between museum and library research is 
that museums have had interactions with social science research since as early as 1928, 
when psychologist Edward R. Robinson began studying audience experiences in 
museums (pp. 418-423). Since this initial point of connection, much has been discovered 
about the qualitative experiences of museum visitor groups through museum audience 
assessments. In a 1993 journal article, M.G. Hood looks back on some of the key 
developments in museum audience research, delineating valuable early insights into 
museum visitor behavior. Hood explains that, while not all of it was published in sources 
aimed directly at museum workers, much was being published on the subject of museum 
visitor experiences from the 1930s to the 1950s (p. 18). Museums were seen as a key 
space of leisure during this period, as changing work culture led many to experience 
newfound personal time. Some of the most valuable research in this area related to the 
idea that any time individuals visit a museum, they have weighed it against competing 
spaces and made a clear decision (whether or not they are conscious of that process). 
What is it that makes people choose to visit or not visit particular places? How do their 
pre-existing perceptions of the museum alter their expectations? This concept of choice 
and comparison has always been central to advertising, where companies have sought to 
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convince us that their product is superior to others. However, what was 
different about the advent of leisure time was that few working class people had 
previously experienced spare time during the day that could be spent doing whatever they 
wanted. Much of this research on leisure time and decision making influenced the 
“sociology of museums” that Eisenbeis would later develop in the 1970s (Hood, 1993, p. 
23). Hood also explains that much of the most valuable early research emerged from the 
field of communications, which experienced a significant boom during WWII as the 
government sought to understand the interpersonal spread of information in society (p. 
19). The resulting area of research was called diffusion and personal influence, and it is 
still applied today.   
Later, museums in the 1950s-1970s saw incredible studies of physical 
accessibility and audience reception that would not be studied in libraries for several 
more decades. For example, Niehoff’s 1956 design of the Milwaukee Public Museum 
was structured to be “entirely accessible to the elderly, the handicapped, and those with 
strollers,” concerns that many public buildings still struggle to address today (p. 20). 
Significant research from this era was conducted on other topics such as seasonal and 
cyclical visitation patterns, visitor and non-visitor motivations, the leisure habits of low-
income families, personal freedom, and more. These decades were overall full of 
significant attempts to use museum assessments to understand what makes visitors tick, 
leading to the expansion of museum accessibility, services, and content. 
With that being said, it must be acknowledged that while all of these assessments 
appear beneficial, many were not published in outlets likely to be encountered by large 
numbers of museum personnel. Moreover, museums themselves were not necessarily 
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motivated to apply marketing strategies beyond assessments during these 
decades, nor were they always effective at doing so when they tried. Museum spaces also 
remained, on the whole, elitist and particularly subject to gatekeeping behavior.  
It was not until the 1980s that museums got uniformly serious about not only 
understanding leisure behavior and decision-making processes but also getting reluctant 
visitors in the door and keeping them coming back (Rentschler, 2009, p. 87). This shift 
was largely brought on by an increased need to advocate for funding, an expansion of 
visitor types, and a recognition by nonprofit museums of the benefits of market 
relevance. This period of modification and reexamination, bolstered by a massive 
increase in research publications about museums and marketing, continued into the 
1990s—when libraries were largely working to break free from any and all ties to 
marketing. This asynchronous growth is corroborated by McManus and Miles, who 
observe the following about museums in 1993: 
In the present climate the effects of serious financial constraints, brought about by 
government funding policies, the economic recession in the late 1980s and early 
1990s, and competition between the increasing number of museums, science 
centres and heritage sites, have brought a new focus to visitor-study 
efforts…Work is now more likely to be market-led and more aware of the need 
for accountability in the use of public funds. A new kind of museum professional 
is emerging. Many museums have fully staffed marketing departments, and even 
museums without specifically trained staff are likely to have marketing policies. 
(p. 27) 
This period of increased marketing in the late 1990s and early 2000s helps to explain the 
way that, on the whole, museums currently appear more experienced with marketing and 
assessment approaches than libraries. While the two institutions experience some of the 
same challenges in terms of advocating for funds and remaining relevant amid cultural 
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shifts, understanding how museums have approached these problems can 
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Audience Development  
Audience development is about making an organisation-wide commitment to engaging 
with people, whether or not they are currently your audience, and developing long-term 
relationships of mutual respect and benefit with those people. (Eastern Orchestral Board, 
as cited in Cogman, 2013, p. 2) 
 
Typically employed by museums, Audience Development Assessments (ADAs) 
are a means of examining internal assumptions; learning more about the demographic 
makeup, needs, and behaviors of patrons and non-patrons; and working to improve 
relationships with groups who are revealed to be reluctant visitors. These assessments 
typically begin with developing an understanding of where your cultural heritage space is 
now, including a SWOT analysis (a planning technique in which one identifies Strengths, 
Weaknesses, Opportunities, and Threats), as well as where you would like to be in the 
future. This starting point and set of pre-existing assumptions form the basis of what is 
called an Audience Development Plan.  
The next stage involves gathering substantial quantitative data on patron and non-
patron demographics, habits, and needs, typically through the use of surveys. Though 
these surveys can vary greatly from one another in their design, they consistently collect 
a baseline of data on identity categories such as race, class, and gender, as well as region, 
visitation habits, and broad perceptions of the space in question. One of the most 
important qualities of ADAs is that their quantitative data collection is an ongoing and 
iterative process, regularly generating a bank of anchor data that can be referenced 
whenever necessary. 
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The resulting survey data is then used to produce audience segments—a 
method of using patterns in quantitative responses to identify clusters of individuals with 
shared needs. What are referred to as audience segments in the cultural heritage sector are 
frequently called ‘market segments’ in the business sector. A well-researched guidebook 
entitled Market Segmentation Analysis observes that, “conceptually, market segmentation 
sits between the two extreme views that (a) all objects are unique and inviolable and (b) 
the population is homogeneous” (Dolnicar, Grün, & Leisch, 2018, p. 6). While grouping 
individuals in any way runs the risk of being harmfully reductive, audience segmentation 
is remarkably more intersectional in its analysis than analyzing the needs of patrons by 
only a single dimension, such as race or sexual orientation—an approach used in much of 
library patron assessment. For example, audience segmentation may help highlight the 
particular dissatisfaction of young Black women with a museum, illuminating the need to 
further understand and support their comfort within the museum. An analysis of patrons 
solely through the lens of race, age, or gender would not yield such complex insights. 
  After satisfied, dissatisfied, and neutral groups have been highlighted, qualitative 
methods are applied to further investigate segments that seem to feel underserved, have a 
poor relationship with the space, or be statistically unlikely to visit. These qualitative 
methods typically consist of journey mapping, focus groups, and/or interviews. These 
methods collect deep narrative perspectives that help contextualize why some groups are 
more satisfied than others and what can be done to improve. This simple act of providing 
visitors and non-visitors with the opportunity to give direct feedback can be highly 
valuable; people who have a bad experience are likely to simply never return, rather than 
search exhaustively for an avenue to provide feedback if one is not clearly available. 
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Overall, ADAs yield exciting new opportunities for improvement to services, 
outreach, access, visitor relationships, and other aspects of public spaces, informed by a 
better understanding of the patron community. 













Goals and Deliverables 
ADAs are rarely employed by libraries, despite their potential superiority to 
current needs assessment methods (or the lack thereof). Given that reality, the goal of this 
project is to develop an audience development toolkit that applies this cultural heritage 
marketing approach to libraries. Included in the toolkit is a set of surveys and detailed 
guidelines for enriching academic library outreach assessment. The toolkit only adapts 
the quantitative data collection phase of ADAs to libraries, as the other steps (noting 
assumptions/setting goals and interviews/journey maps/focus groups) are not museum-
specific. Through the use of these surveys as part of an ADA, libraries will be able to 
gain insight that will help them address the needs of current visitors and discover what 
may be deterring non-visitors from connecting with them. After any or all of these 
surveys are applied to develop audience segments, qualitative methods should be used to 
expand on survey findings. Successful completion and analysis of these powerful surveys 
will allow academic libraries to: 
1. Understand the impact of and potentially adjust their current approaches to 
outreach and programming. 
2. Consider the verified individual and group needs of their patrons, challenging 
their conscious and subconscious assumptions about those who do and do not 
make use of their services. 
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3. Maintain and utilize a valuable baseline of patron data that will not 
only serve them in the present, but also act as a valuable control against which 
to measure all future changes. 
4. Make recommendations for how they can more deliberately employ outreach 
as a tool to enhance internal and external interaction and welcome previously 
underserved groups. 
Beyond these broader goals, the cultural heritage framework of the surveys improves 
greatly upon existing outreach assessment by (1) encouraging more future-minded, long-
term outreach planning and (2) applying the collection of expanded demographic data to 
any and all library assessment—especially that which is not solely intended to measure 
DEAI (Diversity, Equity, Access, and Inclusion) improvement. At its core, the survey 
toolkit offers a demonstration of the way in which marginalized identities should be 










Methods and Scope  
In addition to an established basis in decades of museum audience research, the 
library outreach ADA toolkit is also generally based in the pragmatic framework of 
Design Theory: an approach used by product designers and user experience specialists to 
implement and examine the impact of new services. Design theory typically involves the 
following cyclical steps,  repeated ad infinitum:  
Figure 1.  
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Note. From Design Thinking 101, by Nielsen Norman Group. 
https://www.nngroup.com/articles/design-thinking/. 
This assessment will primarily be focused on the Empathize step, building an 
understanding of user base, as well as the Define step (combining research collected 
through empathizing and indicating key problems). What will result is (1) a set of control 
data against which future changes can be held and (2) the Ideate step—a list of issues 
which libraries can work to correct in future outreach, programming, and engagement 
work. 
The overarching ADA project began with guidance from museum and library 
exhibitions professional Rachel Reynolds and rare books curator Elizabeth Ott. The 
survey questions were developed based on extensive research on museum marketing and 
the analysis of dozens of completed museum ADAs, combined with original concepts for 
assessing library comfort and belonging. The formulated questions were then constantly 
adjusted, with feedback from research methods expert Casey Rawson and research 
experts from UNC’s Odum Institute for Research in Social Science. As a final step, the 
surveys were additionally tested by several student library employees of differing 
backgrounds to ensure that the surveys would be brief and valuable. 
Significant ethical considerations were taken into account due to the surveys’ 
inclusion of potentially invasive demographic questions. Questions about race, gender, 
sexual orientation, age, ability, and income are included in order to promote a significant 
and intersectional understanding of library patrons. However, the survey toolkit 
recommends a number of effective steps for helping respondents feel comfortable 
providing such material. Statements at the beginning and demographic section of the 
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survey remind respondents that their responses are entirely anonymous and 
they may skip questions at any time. The surveys also ask whether respondents are 
currently employed by the library, in order to allow those conducting the survey to 
separate and potentially remove employee responses as desired.  
Questions including identity categories were formulated to be as inclusive as 
possible and use the most accurate, current, and respectful terminology available. For 
instance, the surveys’ racial/ethnic categories allow for multiple selections and include 
the recently proposed Middle Eastern/North African (MENA) category. This category 
was considered by the U.S. government for inclusion on the 2020 census; despite their 
decision against doing so, a significant study by researchers from the Census Bureau 
(Mathews et al., 2017) and countless individual perspectives (Parvini & Simani, 2019; 
Shawah, 2019) have demonstrated its necessity. “Latino/a/x/Latin American” and 
“Hispanic” are both listed among racial/ethnic categories instead of a separate question 
asking about “Hispanic” identification, given the cultural and regional split in preferred 
terminology (Meraji, 2020). This would allow a hypothetical individual who identified as 
Afro-Latino to select both “Black/African/African American” and “Latino/a/x/Latin 
American” without the neglect of either identity or a forced identification as “Hispanic.”  
Lastly, a financial comfort scale was developed in order to provide libraries with a 
general sense of the need for services that support low income individuals without 
forcing respondents to provide their actual salary ranges. The issue of non-response to 
salary- or finance-related questions has plagued researchers in countless areas both 
corporate and academic. A 2013 study reports that even the U.S. Census Bureau’s 
Current Population Survey (CPS), “used extensively by economists and other social 
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scientists,” has trouble with non-response to salary earnings questions, even 
when compared to other questions in the survey (Bollinger & Hirsch, p. 407). The 
original question contained in the toolkit surveys, which attempts to circumvent this 
problem, is provided below:  
Figure 2.  
Financial Comfort Survey Question  
What is your current level of financial comfort? 
o Tight Budget (I can sometimes afford what I need) 
o Budget-Conscious (I can usually afford what I need)  
o Comfortable (I can always afford what I need)  
o Very Comfortable (I can always afford what I need and more)  
 
For library assessment, the application of this clear yet undemanding phrasing can 
provide a valuable approximation of the need for services such as career guidance, salary 
negotiation workshops, and more immediate support such as free food, without nullifying 
the level of trust potentially established by the rest of the survey. See the Appendix for 







In its original form, this project involved conducting an ADA at The University of 
North Carolina at Chapel Hill’s Wilson Special Collections Library, utilizing the 
provided surveys as well as a secondary focus group phase. This mixed-methods project 
would have potentially served as a valuable proof of concept for the application of ADAs 
to library outreach assessment. However, I experienced significant challenges in the 
collection of data due to a number of unpredictable events. In light of these events, I 
reduced the project to the creation of a detailed survey toolkit that can be applied by 
academic libraries and easily adapted for non-academic libraries.  
Initially, iPad surveys were placed in two in-library locations on February 19th, 
2020, but extreme weather on February 20th and 21st forced the library to close early and 
prevented survey participation. Spring Break then began on March 7th and, while the 
library was open, foot traffic was exceptionally light during that time. This effect was 
compounded by the extension of Spring Break to March 22nd due to the widespread 
onset of the COVID-19 pandemic. On March 23rd, all classes switched to remote 
teaching methods. The library closed its doors and all of our lives changed significantly. 
Plans had additionally been made to distribute the print surveys during in-person 
instruction sessions after Spring Break but, despite instruction staff buy-in, this too was 
made impossible by a pandemic that made instruction virtual. If given the opportunity to 
expand on the work of this project, I would test the ADA I initially designed (including 
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the SALAD Toolkit) on a particular library as planned and use the results to 
provide more optimized surveys.   
In terms of opportunities for improvement to the survey toolkit itself, it would 
have potentially been useful to provide a Qualtrics guide detailing the recommended 
applications of skip logic for those who use the online surveys on the paid Qualtrics 
platform. I originally designed the surveys in Qualtrics, but later adapted them to be 
universally applicable without the use of skip logic or advanced features in order to 
remain financially accessible to as many libraries as possible. My next step is to make the 
survey toolkit publicly available online so that it can be recommended to library 
professionals and applied. I would like to collect feedback on these applications in some 















The overarching goal of this toolkit for library outreach assessment is to help 
academic libraries rise to the necessary task of building lasting relationships with 
marginalized, underrepresented, and otherwise underserved populations. As society’s 
demographic makeup continues to change, libraries need (and have always needed) to 
reckon with the way that populations have historically and systematically been neglected 
by the elite white spaces of academia. While marketing and outreach are once again 
becoming popular in libraries, many library professionals outside of designated 
marketing and assessment positions express a feeling of unfamiliarity with assessment 
techniques (Thacker, Christensen, & Dickson, 2018). Therefore this toolkit will ideally 
provide a reference point for librarians who seek to better understand their marginalized 
patrons but are not quite sure where to start. This toolkit also calls attention to the neglect 
of marginalizing factors such as race, gender, socioeconomic status, sexual orientation, 
and ability in the outreach design processes of countless librarians. It is dangerously 
reductive to think through what medical students or commuters need without then asking 
about the ways in which those students may differ from one another and require different 
support systems. It is not success if our events are attended by homogeneous patrons 
despite a diverse surrounding institution and it is not enough to simply open our doors 
and expect those who are interested to find their own way inside. We must proactively 
put in the work to build bridges where they have been burned or were never built in the 
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first place if we are to genuinely live up to our mission statements and support 











Amey, L. (1993). Marketing Library Services: Lessons from the Private Sector. 
Australasian Public Libraries and Information Services, 6{2), 69-75.  
Bollinger, C. R., and Hirsch, B. T. (2013). Is Earnings Nonresponse Ignorable? The 
Review of Economics and Statistics, 95(2), 407-416.  
Booth, J. (1993). Marketing Public Library Services: the Gap Between Theory and 
Reality in Britain. Library Management, 14(1), 9. 
Bushing, M. C. (1995). The Library’s Product and Excellence. Library Trends, 43(3), 
384. 
Cogman, L. (2013). Audience Development Toolkit. [PDF]. Culture Hive. 
http://culturehive.co.uk/wp-content/uploads/2013/04/Arts-Derby-
audience_development_toolkit.pdf 
Dempsey, K. (2019). Thoughts from 25 Years in Library Marketing. New Marketing 
Trends. http://themwordblog.blogspot.com/2019/05/25Years-Library-
Marketing.html 
Dempsey, L. (2016). Library Collections in the Life of the User: Two Directions. LIBER 
Quarterly, 26(4), 338-359.  
Dolnicar, S., Grün, B., and Leisch, F. (2018). Market Segmentation Analysis: 
Understanding It, Doing It, and Making It Useful [eBook Edition]. 
SpringerOpen.  
  30 
Farrell, S. L., and Mastel, K. (2016). Considering Outreach Assessment: 
Strategies, Sample Scenarios, and a Call to Action. In the Library with the Lead 
Pipe. Retrieved 12 April 2020, from 
http://www.inthelibrarywiththeleadpipe.org/2016/considering-outreach-
assessment-strategies-sample-scenarios-and-a-call-to-action/ 
Gayton, J. T. (2008). Academic Libraries: “Social” or “Communal?” The Nature and 
Future of Academic Libraries. The Journal of Academic Librarianship, 34(1), 60-
66.  
German, E., and LeMire, S. (2018). Sharing the Value and Impact of Outreach: Taking a 
Multifaceted Approach to Outreach Assessment. The Journal of Academic 
Librarianship, 44(1), 66-74.  
Goetsch, L. A. (2008). Reinventing Our Work: New and Emerging Roles for Academic 
Librarians. Journal of Library Administration, 48(2), 157-172.  
Hood, M.G. (1983). Staying Away: Why People Choose Not to Visit Museums. Museum 
News, 61(4), 50-57.   
Hood, M. G. (1993). After 70 Years, What Have We Learned? Who Comes to Museums, 
Who Does Not, And Why? In Thompson, D., Bitgood, S., Benefeld, A., Shettel, 
H., and Williams, R., et al. (Eds.), Visitor Studies, Theory, Research, and 
Practice, 5 (77-87). Jacksonville, Visitor Studies Association. 
Jennings, E. (2013). The Relevance of Academic Libraries in the Twenty-First Century. 
College & Undergraduate Libraries, 20(1), 107-116.  
  31 
Johnson, A. M. (2020). Reference and Liaison Librarians: Endangered Species 
or “Vital Partners?” Views of Academic Library Administrators. Journal of 
Library Administration, 60(7), 784-799.  
Johnson, D. T. (1995). Focus on the Library Customer: Revelation, Revolution, or 
Redundancy? Library Trends, 43(3), 318. 
Latimer, K. (2011). Collections to Connections: Changing Spaces and New Challenges in 
Academic Library Buildings. Library Trends, 60(1), 112-133.  
Marks, L. (1994). Marketing and the Public Sector Library: Some Unresolved Issues. The 
Australian Library Journal, 43(1), 17. 
Massey, M. E. (1976). Market Analysis and Audience Research for Libraries. Library 
Trends, 24(3), 473-481. 
Matthews, A. J. (1984).Library Market Segmentation: An Effective Approach for 
Meeting Client Needs. Library Administration, 4(4), 19-31. 
Mathews, K., Phelan, J., Jones, N. A., Konya, S., Marks, R., Pratt, B. M., Coombs, J., and 
Bentley, M. (2015). National Content Test Race and Ethnicity Analysis Report. 
United States Census Bureau. https://www2.census.gov/programs-
surveys/decennial/2020/program-management/final-analysis-reports/2015nct-
race-ethnicity-analysis.pdf 
McManus, P., & Miles, R. (1993).  United Kingdom: Focusing on the Market. 
Meraji, S. M. (2020, August 11). 'Hispanic,' 'Latino,' Or 'Latinx'? Survey Says … 
National Public Radio. 
https://www.npr.org/sections/codeswitch/2020/08/11/901398248/hispanic-latino-
or-latinx-survey-says 
  32 
Nielsen Norman Group. Design Thinking 101. NN Group. 
https://www.nngroup.com/articles/design-thinking/ 
Nims, J. K. (1999). Marketing Library Instruction Services: Changes and Trends. 
Reference Services Review, 27(3), 249-253. 
Parvini, S. and Simani, E. (2019). Are Arabs and Iranians White? Census Says Yes, But 
Many Disagree. Los Angeles Times. https://www.latimes.com/projects/la-me-
census-middle-east-north-africa-race/  
Potter, N. (2012). The Library Marketing Toolkit. Facet publishing. 
Rentschler, Ruth. (1998). Museum and Performing Arts Marketing: A Climate of 
Change. The Journal of Arts Management, Law, and Society, 28(1), 83-96. 
Robinson, E.S. (1928). The Behavior of the Museum Visitor. Publications of the 
American Association of Museums. New Series (5). 
Shawah, C. H. (2019, March 4). White (Not Including Middle Eastern Origin). The 
Harvard Crimson. https://www.thecrimson.com/article/2019/3/4/shawah-white-
not-including-middle-eastern/ 
Tenney, H. B., et al. (1993). Marketing & Libraries Do Mix: a Handbook for Libraries 
and Information Centers. State Library of Ohio. 
Thacker, M. L., Christensen, S., & Dickson, E. (2018). Exploring the Culture of 
Engagement for Liaison Librarians at a Research University. Journal of Library 
Administration, 58(6), 561-582.  
Weingand, D. E. (1995). Preparing for the New Millenium: the Case for Using Marketing 
Strategies. Library Trends, 43(3), 295-317. 
  33 
Woodward, J. (2008). Making the Transition to a Twenty-First Century 
Library. In Creating the Customer-Driven Academic Library (pp. 79-97). 
American Library Association.  
Yoo-Lee, E., Lee, T. H., & Velez, L. (2013). Planning Library Spaces and Services for 
Millennials: an Evidence-Based Approach. Library Management, 34(6/7), 498-
511.  
  








Typically employed by museums, Audience Development Assessments (ADAs) are a 
means of examining internal assumptions; learning more about the demographic makeup, 
needs, and behaviors of patrons and non-patrons; and working to improve relationships 
with groups who are revealed to be reluctant visitors. These assessments typically involve 
an initial gathering of quantitative data, followed by the creation of audience segments— 
a method of using patterns in quantitative responses to identify clusters of individuals 
with shared needs. Qualitative methods such as journey mapping, focus groups, or 
interviews are then used to further investigate the needs of audience segments which 
appear to feel underserved, have a poor relationship with the space, or be statistically 
unlikely to visit. Overall, these assessments can yield exciting new opportunities for 
improvement to services, outreach, access, visitor relationships, and other aspects of 
public spaces, informed by a better understanding of the patron community. 
 
Objectives 
As these assessments are rarely employed by libraries despite their potential superiority 
to current needs assessments (or the lack thereof), the included toolkit applies this diverse 
framework to library outreach. This survey toolkit for outreach audience development 
includes a set of guidelines and several pre-designed questionnaires to enrich academic 
library assessment and provide new insight into addressing visitor needs. Any or all of 
the three included surveys can be conducted on their own or combined with other, more 
institution- or goal-specific questions. While they may yield useful quantitative data in 
and of themselves, they are even more effective when combined with a secondary phase 
using a qualitative approach to further investigate any problems highlighted by the survey 
results. Demographic and comfort questions can also be combined with any and all future 
assessments to ensure the continued measurement of diversity, equity, inclusion, and 
access. As nothing is ever truly created or well-suited for everyone, it is imperative to 
wholly understand and address the needs of our current patrons, as well as to discover 
what may be deterring non-patrons from engaging with our spaces.  
 
With the use of these surveys, academic libraries will be able to… 
 
(1)  Understand the impact of and potentially adjust their current approaches to outreach 
and programming  
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(2)  Consider the verified individual and group needs of their patrons, 
challenging their conscious and subconscious assumptions about those who do and do not 
make use of their services 
(3)  Maintain and utilize a valuable baseline of patron data that will not only serve them 
in the present, but also act as a valuable control against which to measure all future 
changes 
4)  Make recommendations for how they can more deliberately employ outreach as a tool 
to enhance internal and external interaction and welcome previously underserved groups 
 
Credits 
This project was developed by Kiana Webster, MSLS candidate and Rare Book Outreach 
& Engagement CALA at UNC Chapel Hill’s Wilson Library. Some guidance was 
provided by Rachel Reynolds, Special Collections Exhibition Coordinator, and Elizabeth 
Ott, Frank Borden Hanes Curator of Rare Books. Feedback on research methods was 
provided by Dr. Casey Rawson, UNC SILS professor, and research experts at UNC’s 
Odum Institute for Research in Social Science.  
 
Cost and Required Materials  
No costs are associated with this assessment. However, paid survey platforms such as 
Qualtrics can be especially useful in that skip logic can be applied to greatly reduce the 
time needed to respond to these online surveys. Required materials include paper and 
printer access for the surveys intended to be provided to instruction sessions. Access to 
reliable wireless internet and at least one iPad/smart tablet on which the designated 
iPad/smart tablet online survey can be conducted are also needed. An iPad/tablet stand is 
preferred for visible and anonymous dissemination of the digital survey, but another 
surface such as a table with an explanatory sign—so long as the device and its purpose 
are clearly visible—or an employee offering the tablet to passersby can be used if 
necessary.  
 
Survey Distribution  
This toolkit includes the following three surveys:  
 
• SALAD: Online Version for Library Websites—designed to improve understanding 
of in-house visitors, web-only visitors (in-house non-visitors), and non-visitors who 
may be considering a first visit  
• SALAD: Online Version for Smart Tablets/iPads—designed to improve 
understanding of in-house visitors, from newcomers to regulars  
• SALAD: Print Version for Instruction Groups—designed to improve understanding 
of in-house visitors and first-time visitors who would not have entered the library 
without required class instruction (essentially non-visitors) 
 
Ethical Considerations for Demographic Data Collection 
These surveys include questions about race, gender, sexual orientation, age, ability, and 
income in order to promote a significant and intersectional understanding of patron 
needs. However, several effective steps have been taken in order to help respondents feel 
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more comfortable providing this sensitive material, such as statements at the 
beginning and demographic section of the survey to remind respondents that their 
responses are entirely anonymous and they may skip questions at any time. The surveys 
also ask whether respondents are currently employed by the library, in order to allow 
those conducting the survey to separate and potentially remove employee responses as 
desired. A financial comfort level metric was developed specifically for these surveys to 
improve understanding of the need for career and financial support programs without 
collecting sensitive salary data. Questions including racial/ethnic, gender, and sexual 
orientation categories were formulated to be as inclusive as possible while using the most 
accurate, current, and respectful terminology available.  
 
Survey Question Guide  
 
Terminology 
o Within the survey questions, the phrase “[Our Library]” is used as a placeholder. 
Please substitute the name of your library when using the survey questions. Please 
also substitute the name of your overarching institution in the 
“[College/University]” placeholder spaces.  
o The word “examples” is used within the survey questions (instead of “ex:” or 
“e.g.”) in order to ensure clarity and remain inclusive to survey respondents of all 
backgrounds.  
o Survey questions measuring likelihood may be expanded to be slightly more 
specific with the addition of “Highly likely” and “Highly unlikely” options. 
However, this change may moderately increase the survey response time.  
 
Outreach Questions 
o Please pay special attention to questions about programs, exhibitions, and 
marketing methods, removing any question response options that are not 
applicable to your space. Wholly irrelevant questions may also be removed 
entirely. For example, if your library does not develop exhibitions, please feel free 
to remove questions about exhibition reception and promotion.  
 
Advanced Survey Platforms/Skip Logic  
o These survey questions have been formulated to be used without skip logic or a 
complex platform, as many advanced survey platforms such as Qualtrics have an 
associated financial cost. However, skip logic can easily be applied to improve 
question sequencing and reduce survey response time.  
o If your survey platform does not allow you to bold, underline, or italicize question 
wording, the questions may still be used as-is without emphasis.  
 
Non-Academic Libraries 
o These surveys can easily be applied to non-academic libraries and similar spaces 
with the simple removal of questions about student status and institutional 
affiliation.  
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Surveys for Academic Library Audience Development (SALAD): 
Online Version for Library Websites  
Estimated Survey Response Time: 5-10 minutes 
 
This survey is intended to help [Our Library] better understand the interests, 
needs, and suggestions of our visitors in order to better serve our community. It 
is completely anonymous and will not be shared outside the secure privacy of select 
[Our Library] staff. Questions have been carefully selected to only gather information 
that is relevant to making meaningful changes. However, all questions are 
optional and you may opt out at any time. Your participation in this survey will help us 
design and implement effective strategies to make [Our Library] a more comfortable, 
inclusive, and accommodating space. Thank you for your time. 
 
1. Have you ever visited [Our Library]?  
o Yes 
o No  
 








4. Have any of the following concerns ever kept you from visiting [Our Library] (even if 
you have visited us before)? 
Please select all that apply: 
  Far location 
  Inconvenient location 
  Negative reputation 
  Fear of not fitting in/belonging at [Our Library] 
  Confusion about services  
  Lack of relevant books/materials 
  Lack of space to do certain things (please specify):______ 
  Lack of accommodations for disability (please specify):______ 
  Lack of specific facilities (examples: all-gender restroom, nursing lounge) (please 
specify):______ 
  none of the above 
  not listed (please specify):______ 
 
5. How many times have you visited [Our Library] in the last 2 years? 
o I have never visited before 
o I have visited before, but not in the last 2 years 
o 1-2 times 
o 3-5 times 
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o 6+ times  
 
6. How likely are you to visit [Our Library] in the near future? 
o Likely 
o Somewhat likely  
o Neither likely nor unlikely 
o Somewhat unlikely  
o Unlikely  
 
7. Have you ever attended any of the following events/lectures at [Our Library]?  
 
 Yes  No  
Participatory event 
(examples: [LIST]) 
o  o  
Performance (examples: 
[LIST]) 
o  o  
Lecture/ 
speaker series 
o  o  
Learning Forum o  o  
Exhibit opening/reception o  o  
 






o not sure 
 
9. Have you ever recommended a[n] [Our Library] event/lecture to anyone?  
o Yes 
o No  
 
10. Have you ever stopped to look at a physical exhibit in [Our Library]? 
Recent examples include [LIST 2-3 exhibition titles]. If you have never visited us, please 
skip this question. 
o Yes  
o No 
 
11. If you have looked at an exhibit, which of the following exhibits did you look at? 
Please select all that apply. If you have never visited us, please skip this question. 
  [LIST no more than 10 bulleted full or shortened exhibit titles, extending back no 
more than four years]  
   
  none of the above  
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12. How have you heard about our exhibits?  
Please select all that apply:  
  I was already in [Our Library]  
  Library Website 
  Email 
  Social Media  
  Print poster 
  Slide on a screen 
  Someone told me about it  
  Postcard 
  none of the above 
  not listed (please specify):______ 
 
13. Have you ever recommended a[n] [Our Library] exhibit to anyone?  
o Yes 
o No  
 










o not sure 
 
16. Which of the following would make you more likely to go and see an exhibit at [Our 
Library]?  
Please select all that apply: 
  Related activity 
  Related lecture 
  Related film screening 
  Recommendation from a friend 
  Personal connection to a topic 
  Digital components (examples: screens, videos) 
  Audio components (examples: music, sounds)  
  Printed pamphlet about exhibit  
  Guided exhibit tour  
  Info in a language other than English (please specify):______ 
  none of the above 
  not listed (please specify):______ 
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17. What is your current relationship to [College/University]?  
Please select all that apply: 
  Undergraduate student 
  Graduate student 
  International student  
  [College/University Libraries] employee 
  [College/University] teaching employee (examples: professor, TA) 
  [College/University] non-teaching employee  
  Prospective student 
  Alum/former student 
  no affiliation 
  not listed (please specify):______ 
 
18. If you are a current [College/University] student, what is your department of study?  
Please select all that apply. If you are not a current [College/University] student, please 
skip this question. 
  [LIST all college/university departments of study in the bullets below] 
   
  not sure   
  not listed (please specify):______ 
 
The following questions relate to your identity for the purpose of maintaining an 
inclusive approach to access. Please remember that your responses are anonymous. 
 
19. What is your current age?  
o Under 17 




o Over 65 
 
20. With which of the following races/ethnicities do you identify?  
Please select all that apply: 
  American Indian/Native American/Alaskan Native 
  Asian/Asian American 
  Black/African/African American 
  Hispanic 
  Latino/a/x/Latin American 
  Middle Eastern/Arab/North African 
  Native Hawaiian/Polynesian/Pacific Islander 
  White/Caucasian 
  not listed (please specify):______ 
 
21. How would you best describe your gender identity?  
Please select all that apply: 
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  Woman 
  Man 
  Cisgender  
  Transgender 
  Non-Binary/Gender Non-Conforming  
  Two-Spirit 
  not listed (please specify):______ 
 









o not sure/don’t use a label 
o not listed (please specify):______ 
 
23. What is your current level of financial comfort? 
o Tight Budget (I can sometimes afford what I need) 
o Budget-Conscious (I can usually afford what I need)  
o Comfortable (I can always afford what I need)  
o Very Comfortable (I can always afford what I need and more)  
 
24. Which of the following activities do you enjoy?  
Please select all that apply: 
  Arts/Crafts 
  Reading/Writing  
  Photography 
  Sports  
  Outdoor Activities 
  Games/Cards/Puzzles 
  3D Printing 
  Video Games 
  Movies/TV 
  Dance/Theater  
  Music  
  Cooking/Baking 
  none of the above 
  not listed (please specify):______ 
 
25. With which of the following challenges have you had difficulty at [Our Library]?  
 Please select all that apply. If you have never visited us, please skip this question. 
  Navigating (finding my way/knowing where I should be) 
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  Physically moving (examples: entering building, turning corners) 
  Finding specific facilities (examples: all-gender restroom, lactation room) (please 
specify):______ 
  Finding the right place to do something (please specify):______ 
  Accessing books/materials 
  Getting research help 
  none of the above 
  not listed (please specify):______ 
 
26. Do you currently have difficulty with any of the following areas, for which you may 
sometimes need accommodations/assistance?  




  Verbal communication 
  Cognition (difficulty with memory, understanding, or decision-making) 
  Learning (common learning disabilities: dyslexia, dyscalculia, dysgraphia, 
AD(H)D, APD) 
  Chronic pain/illness 
  PTSD/mental or emotional trauma 
  none of the above 
  not listed (please specify):______ 
 
27. Please agree or disagree with the following statement: I enjoy spending time at 
[Our Library].  
If you have never visited us, please skip this question. 
o Agree 
o Somewhat agree 
o Neither agree nor disagree 
o Somewhat disagree 
o Disagree 
 
28. Please agree or disagree with the following statement: I feel comfortable at [Our 
Library].  
If you have never visited us, please skip this question. 
o Agree 
o Somewhat agree 
o Neither agree nor disagree 
o Somewhat disagree 
o Disagree 
 
29. Do you have any suggestions for improving your experience at [Our Library]? All 
comments are welcome. 
[Allow free response text for this question]  
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Surveys for Academic Library Audience Development (SALAD): Online 
Version for Smart Tablets/iPads 
Estimated Survey Response Time: 5-10 minutes 
 
This survey is intended to help [Our Library] better understand the interests, needs, and 
suggestions of our visitors in order to better serve our community. It is completely 
anonymous and will not be shared outside the secure privacy of select [Our Library] 
staff. Questions have been carefully selected to only gather information that is relevant to 
making meaningful changes. However, all questions are optional and you may opt out 
at any time. Your participation in this survey will help us design and implement effective 
strategies to make [Our Library] a more comfortable, inclusive, and accommodating 
space. Thank you for your time. 
 
1. What is your primary reason for visiting [Our Library] today? To… 
o Study/do quiet activity 
o Use/return books and materials  
o Get research help 
o Do class instruction session 
o Do campus/private tour 
o Work (as [Our Library] employee) 
o Use restroom/drinking fountain 
o See an exhibit/display 
o Attend an event/activity 
o Meet with/hang out with others 
o not sure/just looking 
o not listed (please specify):______ 
2. How many times have you visited [Our Library] in the last 2 years? 
o This is my first visit 
o I have visited before, but not in the last 2 years 
o 1-2 times 
o 3-5 times 
o 6+ times 
 
3. Have you ever attended any of the following events/lectures at [Our Library]? 
 
 Yes  No  
Participatory event 
(examples: [LIST]) 
o  o  
Performance (examples: 
[LIST]) 
o  o  
Lecture/Speaker Series o  o  
Learning Forum o  o  
Exhibit opening/reception o  o  
 
4. How often are events/lectures at [Our Library] relevant to you? 






o not sure 
 
5. Have you ever recommended a[n] [Our Library] event/lecture to anyone?  
o Yes 
o No  
 
6. Have you ever stopped to look at a physical exhibit in [Our Library]? 
Recent examples include [LIST 2-3 exhibition titles].  
o Yes  
o No 
 
7. If you have looked at an exhibit, which of the following exhibits did you look at? 
Please select all that apply: 
  [LIST no more than 10 bulleted full or shortened exhibition titles, extending back 
no more than four years]  
   
  n/a, I have never seen an exhibit at [Our Library]  
  none of the above  
8. How have you heard about our exhibits?  
Please select all that apply:  
  I was already in [Our Library]  
  Library Website 
  Email 
  Social Media  
  Print poster 
  Slide on a screen  
  Someone told me about it  
  Postcard 
  none of the above 
  not listed (please specify):______ 
 
9. Have you ever recommended a[n] [Our Library] exhibit to anyone?  
o Yes 
o No  
 




11. How often are exhibits at [Our Library] relevant to you? 
o Always 





o not sure 
 
12. Which of the following would make you more likely to go and see an exhibit at [Our 
Library]?  
Please select all that apply: 
  Related activity 
  Related lecture 
  Related film screening 
  Recommendation from a friend 
  Personal connection to a topic 
  Digital components (examples: screens, videos) 
  Audio components (examples: music, sounds) 
  Printed pamphlet about exhibit  
  Guided exhibit tour  
  Info in a language other than English (please specify):______ 
  none of the above 
  not listed (please specify):______ 
13. What is your current relationship to [College/University]?  
Please select all that apply: 
  Undergraduate student 
  Graduate student 
  International student  
  [College/University Libraries] employee 
  [College/University] teaching employee (examples: professor, TA) 
  [College/University] non-teaching employee  
  Prospective student 
  Alum/former student 
  no affiliation 
  not listed (please specify):______ 
 
14. If you are a current [College/University] student, what is your department of study?  
Please select all that apply. If you are not a current [College/University] student, please 
skip this question. 
  [LIST all college/university departments of study in the bullets below] 
   
  not sure 
  not listed (please specify):______ 
 
The following questions relate to your identity for the purpose of maintaining an 
inclusive approach to access. Please remember that your responses are anonymous. 
 
15. What is your current age?  
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o Under 17 




o Over 65 
 
16. With which of the following races/ethnicities do you identify?  
Please select all that apply: 
  American Indian/Native American/Alaskan Native 
  Asian/Asian American 
  Black/African/African American 
  Hispanic 
  Latino/a/x/Latin American 
  Middle Eastern/Arab/North African 
  Native Hawaiian/Polynesian/Pacific Islander 
  White/Caucasian 
  not listed (please specify):______ 
 
17. How would you best describe your gender identity?  





  Non-Binary/Gender Non-Conforming  
  Two-Spirit 
  not listed (please specify):______ 
 









o not sure/don’t use a label 
o not listed (please specify):______ 
 
19. What is your current level of financial comfort? 
o Tight Budget (I can sometimes afford what I need) 
o Budget-Conscious (I can usually afford what I need)  
o Comfortable (I can always afford what I need)  
o Very Comfortable (I can always afford what I need and more) 
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20. Which of the following activities do you enjoy?  
Please select all that apply: 
  Arts/Crafts 
  Reading/Writing  
  Photography 
  Sports  
  Outdoor Activities 
  Games/Cards/Puzzles 
  3D Printing 
  Video Games 
  Movies/TV 
  Dance/Theater 
  Music  
  Cooking/Baking 
  none of the above 
  not listed (please specify):______ 
 
21. With which of the following challenges have you had difficulty at [Our Library]? 
 Please select all that apply:  
  Navigating (finding my way/knowing where I should be) 
  Physically moving (ex: entering building, turning corners) 
  Finding specific facilities (examples: all-gender restroom, lactation room) (please 
specify):______ 
  Finding the right place to do something (please specify):______ 
  Accessing books/materials 
  Getting research help 
  none of the above 
  not listed (please specify):______ 
 
22. Do you currently have difficulty with any of the following areas, for which you may 
sometimes need accommodations/assistance?  




  Verbal communication 
  Cognition (difficulty with memory, understanding, or decision-making) 
  Learning (common learning disabilities: dyslexia, dyscalculia, dysgraphia, 
AD(H)D, APD) 
  Chronic pain/illness 
  PTSD/mental or emotional trauma 
  none of the above 
  not listed (please specify):______ 
 
23. Please agree or disagree with the following statement: I enjoy spending time at 
[Our Library].  
  48 
o Agree 
o Somewhat agree 
o Neither agree nor disagree 
o Somewhat disagree 
o Disagree 
 
24. Please agree or disagree with the following statement: I feel comfortable at [Our 
Library].  
o Agree 
o Somewhat agree 
o Neither agree nor disagree 
o Somewhat disagree 
o Disagree 
 
25. Do you have any suggestions for improving your experience at [Our Library]? All 






[Allow free response text for this question]  
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Surveys for Academic Library Audience Development (SALAD): Print 
Version for Instruction Groups 
Estimated Survey Response Time: 3-6 minutes 
 
*NOTE: Prior to printing and distribution, this survey should be edited to remove this 
and the above text, add specific library and institution names, and ensure all questions 
and response options are relevant. A short, non-specific title such as “[Our Library] 
Assessment Survey” may be added if desired. If no title is desired, the top of the survey 
should begin with the explanatory box below.  
 
 
This survey is intended to help [Our Library] better understand the interests, needs, and 
suggestions of our visitors, in order to better serve our community. It is completely 
anonymous and will not be shared outside the privacy of select [Our Library] staff. 
Questions have been carefully selected to only gather information that is relevant to 
making meaningful changes. However, all questions are optional. Your participation in 
this survey will help us design and implement effective strategies to make [Our Library] a 
more comfortable, inclusive, and accommodating space. Thank you for your time. 
 
 
1. What is your current relationship to [College/University]?  
Please select all that apply: 
  Undergraduate student 
  Graduate student 
   International student  
  [College/University Libraries] employee 
  [College/University] teaching employee (examples: professor, TA) 
  [College/University] non-teaching employee  
  Prospective student 
  Alum/former student 
  Visiting scholar/fellow from another college/university 
  no affiliation 
  not listed (please specify):____________ 
 
2. How many times have you visited [Our Library] in the last 2 years? 
  This is my first visit 
  I have visited before, but not in the last 2 years 
  1-2 times 
  3-5 times 
  6+ times 
 
3. Have you ever attended any of the following events/lectures at [Our Library]? 








Lecture/Speaker Series Yes No 
Learning Forum Yes No 
Exhibit opening/reception Yes No 
 






  not sure 
 
5. Have you ever recommended a[n] [Our Library] event/lecture to anyone?  
  Yes 
  No  
 
6. Have you ever stopped to look at a physical exhibit in [Our Library]? 
Recent examples include [LIST 2-3 exhibition titles].  
  Yes  
  No 
 
7. Have you ever recommended a[n] [Our Library] exhibit to anyone?  
  Yes  
  No 
 
8. Do you know where exhibits are typically located in [Our Library]? 
  Yes  
  No 
9. How often are exhibits at [Our Library] relevant to you?  
  Always  
  Often  
  Sometimes  
  Rarely  
  Never 
  not sure 
 
10. Which of the following would make you more likely to go see an exhibit?  
Please select all that apply: 
  Related activity  
  Related lecture 
  Related film screening 
  Recommendation from a friend 
  Personal connection to a topic 
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  Digital components (examples: screens, videos)  
  Audio components (examples: music, sounds) 
  Printed pamphlet about exhibit 
  Guided exhibit tour  
  Info. in a language other than English (please specify):____________ 
  none of the above 
  not listed (please specify): ____________ 
 
 
The following questions relate to your identity for the purpose of maintaining an 
inclusive approach to access. Please remember that your responses are anonymous. 
 
 
11. What is your current age?  
  Under 17 




  Over 65 
 
12. With which of the following races/ethnicities do you identify? 
Please select all that apply: 
  American Indian/Native American/Alaskan Native 
  Asian/Asian American 
  Black/African/African American 
  Hispanic 
  Latino/a/x/Latin American 
  Middle Eastern/Arab/North African 
  Native Hawaiian/Polynesian/Pacific Islander 
  White/Caucasian 
  not listed (please specify): ____________  
  
13. How would you best describe your gender identity?  





  Non-Binary/Gender Non-Conforming  
  Two-Spirit 
  not listed (please specify): ____________ 
 
14. How would you best describe your sexual orientation?  
  Gay 
  Straight/Heterosexual 







  not sure/don’t use a label 
  not listed (please specify): ____________ 
 
15. What is your current level of financial comfort? 
  Tight Budget (I can sometimes afford what I need) 
  Budget-Conscious (I can usually afford what I need)  
  Comfortable (I can always afford what I need)  
  Very Comfortable (I can always afford what I need and more)  
 
16. Which of the following activities do you enjoy?  
Please select all that apply: 
  Arts/Crafts 
  Reading/Writing  
  Photography 
  Sports  
  Outdoor Activities 
  Games/Cards/Puzzles 
  3D Printing 
  Video Games 
  Movies/TV 
  Dance/Theater  
  Music  
  Cooking/Baking 
  none of the above 
  not listed (please specify): ____________ 
 
17. With which of the following challenges have you had difficulty at [Our Library]? 
Please select all that apply:  
  Navigating (finding my way/knowing where I should be) 
  Physically moving (examples: entering building, turning corners) 
  Finding specific facilities (examples: all-gender restroom, lactation room) (please 
specify): ____________ 
  Finding the right place to do something (please specify): ____________ 
  Accessing books/materials 
  Getting research help 
  none of the above 
  not listed (please specify): ____________ 
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18. Do you currently have difficulty with any of the following areas, for which 
you may sometimes need accommodations/assistance?  




  Verbal communication 
  Cognition (difficulty with memory, understanding, or decision-making) 
  Learning (common learning disabilities: dyslexia, dyscalculia, dysgraphia, 
AD(H)D, APD) 
  Chronic pain/illness 
  PTSD/mental or emotional trauma 
  none of the above 
  not listed (please specify): ____________ 
 
19. Please agree or disagree with the following statement: I enjoy spending time at 
[Our Library].  
  Agree 
  Somewhat agree 
  Neither agree nor disagree 
  Somewhat disagree 
  Disagree 
 
20. Please agree or disagree with the following statement: I feel comfortable at [Our 
Library].  
  Agree 
  Somewhat agree 
  Neither agree nor disagree 
  Somewhat disagree 
  Disagree 
 
21. Do you have any suggestions for improving your experience at [Our Library]? All 
comments are welcome. Please use the space below to respond if desired. 
